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Abstract 
An Analysis of Mobile Television in the Chinese Market 
Yang Yang 
 
 
 
     
This thesis examines the emergence of new media, especially mobile 
television’s significant influence on relevant stakeholders, including content 
providers, advertisers, and mobile carriers in the Chinese market. As telecom 
technology develops, viewers are expected to have more social interaction with 
mobile television.  
     In order to explore how content providers, advertisers, and mobile carriers 
react to the emergence of mobile television in China, three industry interviews 
were conducted. Information provided by the interviewees also included tables, 
which could be useful in predicting the future development of mobile television. 
     Some suggestions will also be provided, concerning the current status of 
China’s mobile television market, which might be helpful for the future 
development in Chinese mobile television. 
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CHAPTER 1: INTRODUCTION 
1.1 Introduction 
As a traditional medium to spread information with both sound and images, 
traditional television is being challenged by other emerging media platforms, such 
as mobile television. In recent years, consumers care more about their mobile 
phone’s size, especially that of the screen. From the iPhone 4 to the iPhone 6 plus, 
and from the Sumsung Galaxy S to the Galaxy Note 3, different brands share an 
ever-enlarging screen size. People would like to watch videos on their cell phones, 
and a bigger screen could satisfy them more (Nour, 2012). The popularity of 
mobile television might be one of the reasons to explain why people now like a 
larger cellphone. According to a 30-day period survey conducted by Nielsen in 
2012, Chinese consumers were the heaviest mobile video users worldwide, with 
17% watching videos via mobile phone more than three times a day (Nielsen 
Mobile Insights, 2013).    
     In December 2013, the Ministry of Industry and Information Technology of 
the People’s Republic of China (MIIT) announced that China had entered into 4G 
time, which meant users could get faster internet as well as more diverse mobile 
terminals (MIIT, 2013). Based on this point, the technical prerequisite for the 
development of mobile television had begun to take shape. 
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1.2 Statement of the Problem 
As multimedia platforms integrate, analyzing Chinese mobile television or 
video industry is of great financial significance, and in this process, some 
important stakeholders may be identified, such as mobile carriers, content 
providers and advertisers. Also, understanding their attitudes towards 
collaboration with each other would be helpful in predicting the developing trend 
in this new industry. 
Some problems have been noticed in the development of mobile television, 
including technical level constraints and the limited number of subscription 
package offered by carriers. Technical constraints can be seen as 4G has not yet  
been used on a large-scale; the use of 4G also relates to mobile phone subscription 
package (Today’s Mass Media, 2012). The second problem concerns the quality of 
programming. Complaints from viewers on programming make mobile television 
less attractive (Cao, 2019). 
1.3 Background and Need 
     “China’s mobile television market is predicted to have great potential to 
grow as technology upgrades and bulwarks crumble among different 
stakeholders” (Today’s Mass Media, 2012). The Chinese audience has high 
demands and expectations for mobile television and video services, both in 
programming quantity and quality (Cao, 2009). The top three mobile carriers in 
China are China Mobile, China Unicom and China Telecom, which are all ranked 
among the top twenty mobile carriers globally by subscribers (see Table 1). 
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Moreover, by August 2013, the total number of 3G subscribers of the top three 
Chinese mobile carriers was 359.9 million, according to China Mobile, China 
Unicom and China Telecom (Table 2). 
 
Table 1: Mobile Operator Group Global Ranking by Connections, Q2 2012 
 
 
© GSMA Intelligence 2004–2015 
Source：Jon Groves&Will Croft. (2012). GSMA Intelligence, company reports. 
Operator group ranking, Q2 2012. Retrieved from 
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https://gsmaintelligence.com/research/2012/10/the-top-20-global-operator-groups-
by-mobile-connections-q2-2012/353/  
Table 2: 3G Subscribers in China by Operator August 2013 
 
 
 
Source: China Mobile; China Unicom; China Telecom Via: mobiThinking1 
 
 
A series of content providers such as China National Radio 
(CNR), China Central Television (CCTV) and China Radio 
International (CRI) have already participated in this new business. 
According to the Blue Book of China’s Audio-Visual New Media, 
the total number of qualified content providers participating in 
mobile television had reached 24, representing different media 
platforms such as networks, video companies and newspapers 
(2013). 
Mobile television is known as “the fifth media” or “the fourth 
screen”, and the biggest difference between mobile television and 
traditional television is the way information is acquired. Compared 
to traditional media’s passive information acquisition, mobile 
television is more interactive, which might be seen as an equivalent 
                                                 
1  Picture:https://mobiforge.com/research-analysis/global-mobile-statistics-2014-part-b-mobile-
web-mobile-broadband-penetration-3g4g-subscribers-and-nel 
Data: http://www.chinaunicom.com.hk/en/ir/ir_operating.html 
     http://www.chinamobileltd.com/en/ir/operation.php?section=number&year=2013 
http://www.chinatelecom-h.com/en/ir/kpi.php?cat=monthly&year=2013 
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to a sharing and participating platform (Cao, 2009).  
 
In China, traditional television faces fierce competition as new media 
competes for a greater share of viewing time. Though traditional television was 
dominant in advertising in the past, the future of new media looks bright. 
Moreover, advertisers are recommended to “develop interactive and engaging 
communications strategies to reach out and maintain consumers” (Zhang, 2011). 
Mobile advertising experienced rapid advancement in cutting-edge technology 
that has been applied to this new format since 2007 (Liu, 2011). Another 
important factor that relates to advertising revenue is the advertising exposure 
rate, which is particularly crucial in this new industry. When people watch a 
YouTube video, sometimes they choose to “skip ads” during the first few seconds. 
Therefore, the ads’ access and exposure have become a concern for all advertisers 
who do plan to try mobile ads. As one of the most popular online-video websites 
in China, Youku only allows their paid members to choose “skip ads”, and not 
everyone pays the member fee, which would increase advertising exposure time to 
some extent. 
1.4 Purpose of the Study 
The purpose of this study was to explore the current state of China’s mobile 
television industry and to predict future development based on an analysis of 
mobile carriers, content providers and advertisers.  
To measure the development potential in Chinese mobile television industry, 
the researcher applied qualitative methodology and conducted interviews with 
three insiders who work closely with a mobile carrier, a content provider and an 
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advertising agency respectively. By organizing the three in-depth interviews and 
analyzing information from other sources, the researcher expects to acquire a clear 
understanding of the mobile television market in China and to identify the unique 
features of mobile television.       
1.5 Research Questions 
This thesis is built around the hypothesis that mobile television would be 
prosperous in the Chinese media market based on the quantity of mobile phones in 
China, the development of telecom technology and consumers’ viewing habits. 
Additionally, research questions were designed around the mobile television 
business stakeholders: carriers, content providers and advertisers.  
Therefore, three research questions were developed: 
1. How do most advertisers respond to mobile television from the exposure 
and pricing perspectives? 
2. How are mobile programs presented by mobile carriers and what have those 
mobile carriers done to deal with increasingly popular trends in mobile 
television/video? 
3. What mobile television programming is currently available? What do 
content providers plan to do on mobile television: provide the same programs as 
traditional television or completely independent mobile television programs? 
1.6 Definitions 
VLOG: VLOG is an abbreviation for Video Blog, an online-published blog 
in video format. 
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    First-Tier Cities: First-tier cities are the metropolises that are of 
greatly politically importance and economic importance in a country. 
The first-tier cities are generally ahead of other cities in the urban scale, 
infrastructure, fiscal revenue, consumption and other aspects 
(HB.QQ.COM, 2010). In the mainland China, there are five first-tier 
cities generally, that are Beijing, Shanghai, Guangzhou, Shenzhen and 
Tianjin (Redu, 2014).   
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CHAPTER 2: LITERATURE REVIEW 
2.1 The Origin and Transition of Mobile Television 
In the book Television Anytime, Solla’s thesis is that television changes 
people’s communication patterns with their family and friends; in other words, the 
popularity of television enables people to know their community and the world 
better. From the macro-perspective, since television is a mass medium which 
allows its users to acquire images and sounds at the same time, people no longer 
have to go to certain public places to entertain themselves, such as a theater or 
music concert. Therefore, the origin of television does have an impact on the 
social and economic level (Solla & Bovino, 2013). 
With the advancement of technology, more platforms are offered to television 
users. A great deal of emerging technology has been developed and integrated in a 
sophisticated way that has promoted television consumption. As the most 
conveniently handled device, mobile television has begun to play a central role in 
content broadcasting and narrowcasting, which allows users to create and share 
digital content on the move (Marcus,Cereijo-Roibas&Sala, 2010). 
Furthermore, Nielsen Mobile research shows that “ U.S. mobile video 
subscriptions increased from Q3 2007 (13.2 million) to Q3 2008 (16.4 million)” 
(2009). By comparison, the number of mobile television subscriptions in the Asia 
Pacific region by 2014 was expected to increase to 95 million (Research and 
Markets,cited in Rust 2010).     
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2.2 The Stakeholders in the Mobile Television Business 
From content creation to distribution to the end-user, all segments are 
encouraged to collaborate and then formulate a new television ecosystem 
(Montpetit, Klym, and Blain, 2010). As the last element in the chain of the 
television business, end-users deserve the right to choose what and how to watch. 
Two more important trends were pointed out concerning consumer demand: the 
transition from “prime time” to “my time” and “broadband”. In order to meet 
users’ demands, accessing mobile television through a convenient device anytime 
is encouraged. Mobile television is not just portrayed by devices, but also by 
means of mobile content as well (Montpetit, Klym, and Blain, 2010). 
     As a platform that allows mobile television to become possible, mobile 
carriers are facing a larger array of technical challenges. Normally, subscribers 
can receive video service by visiting a mobile website, or uploading a certain app 
to watch mobile television. Comcast, as one of the largest carriers in the US, has 
played a role as a successful practitioner in this new field. In 2008, Comcast 
launched Fancast, a website that enabled users to watch available programming on 
top networks, and almost one year later, this service became available on cell 
phones. “ The content included programming from CBS, NBC and FOX (provided 
by Hulu), MTV Networks and BET Networks, as well as movie partners.” Users 
could find the content they wanted across multiple platforms and could create 
their own entertainment experience (Comcast, 2008). 
     Another practitioner in this business is AT&T, one of the largest mobile 
carriers in the US with 120.6 million subscribers in 2014 (AT&T, 2015). In 2006, 
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AT&T provided the U-Verse service, which enabled subscribers to watch 
television on their cell phone. U-Verse could be accessed on four major operating 
systems and on more than 20 devices. In order to access the service, subscribers 
needed to download AT&T U-Verse and then a multitude of television 
programming would be available (AT&T, 2011).  
Relying upon mobile technology, mobile television becomes real and 
accessible. However, bandwidth is a restricting factor, especially in video delivery 
to a mass audience (Marcus,Cereijo-Roibas&Sala, 2010). 
The pattern of advertising presentation comes in two ways: one accompanies 
the network programming and then gets carried by mobile carriers; the other way 
is to create an app which doesn’t require network involvement, the third party 
video company and advertisers get the deal done themselves.  
The global head of advertiser solutions at Nielsen, Randall Beard, reported 
that the expansion of Nielsen Online Campaign Ratings (OCR) hopes to facilitate 
campaign evaluation across the television, PC, mobile and smartphone holistically 
(AdExchanger, 2014). Moreover, Nielsen’s president of global product leadership 
Steve Hasker also said that in a few years, people would see marketers using the 
OCR system to measure media wherever it went (AdExchanger, 2014). 
     According to the bar chart below, in 2014, among US media consumption, 
mobile accounted for 23%, which fell just behind television in second place 
(eMarketer 2014, cited in BI Intelligence). 
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Figure 1: US Customer Media Consumption Share 
 
Source:eMarketer, April 2014. Retrieved from http://www.businessinsider.com/tv-
vs-mobile-and-digital-in-ad-revenue-and-audience-share-2014-12 
 
2.3 Mobile Television in China 
As mobile television becomes popular worldwide, the Chinese mobile 
television market is not an exception, and is expected to perform well due to its 
large population and growing usage of smart phones. Mobile television finished 
its first decade in 2013 and experienced some ups and downs. Haitian Wang, a 
senior media expert in China, stated his opinion on China’s mobile television and 
its development. Wang questioned the programming of mobile television. He 
noted that not all content was suitable to be viewed over cell phones due to the 
video format and its genre (Wang, 2008). 
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The actions taken by stakeholders showed their positive reaction towards 
mobile television in China. In 2011, China Central Television (CCTV) and China 
Mobile Communications Corporation (CMCC) signed a strategic agreement to 
build a new business called China Mobile Phone Television (CNTV, 2011). By 
2011, the total subscribers for CMCC reached 650 million (CMCC financial 
reports, 2011). The intention of this merger was to formulate a win-win situation 
since CCTV was the biggest content creator in China and CCMC was the No.1 
cell phone carrier in China with more than 600 million subscribers. Following 
their agreement, CCTV was supposed to recode and tweak their available 
programming to satisfy the new screen end users (CCTV.com, 2011).  
The nature of a cell phone subscription package is important as it relates to 
mobile advertising. If an advertisement consumes too much data, then it might not 
be widely viewed. As 4G develops, creating different subscription packages 
would be helpful.    
The use of smart phones also relates to mobile television viewing. According 
to the agency iResearch, the number of Chinese smart phone users exceeded 0.5 
billion in 2014 (iResearch, 2014). An increasing amount of mobile video viewing 
has been achieved through cell phone apps; China Internet Weekly released a list 
of top 100 Chinese Apps with most growth for 2015, and four major online-video 
providers: iqiyi, Youku, Letv and Tencent Video, all appeared among the top 50 
(China Internet Weekly, 2015).  
As an extension of traditional television, mobile television performs a 
complementary function and has a different target audience which can be 
indicated by a ratings comparison. A survey conducted by Dopool, a cell phone 
application company, compared to traditional television, mobile television has 
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advantages based on viewing time. Mobile television performs significantly better 
than traditional television in late night time because more young people tend to 
access it during this time period; the time periods that traditional television wins 
are between 5PM to 9PM and 11AM to 12PM, which follows the typical 
traditional television viewing habits (Wang, 2012).    
Since 2008, many traditional online video producers have become 
interested in the mobile television market. One of the most popular online video 
providers in China, Youku, launched its mobile television business in 2008. 
During 2008 and 2009, Youku got the permission to get into the mobile television 
industry. Besides utilizing the new media platform, Youku also had a rich 
programming resource in cross media content and original video content 
(Youku.com,n.d.).  
Since 2008, online video companies have grown quickly and have tried to 
provide subscribers with appropriate programming over the mobile television 
platform in China. In addition, collaboration between broadcasters and carriers 
has also accelerated the evolution of mobile television in China. 
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CHAPTER 3: METHODOLOGY 
3.1 Introduction 
     Mobile television can be successful in China with smart integration of great 
content, innovative mobile carriers and visionary advertisers. It is expected to be 
promising and sustainable.  
     In order to explore the current mobile television market in China, three 
research questions were involved in this thesis.  
1. How do advertisers respond to mobile television? 
2. How are the mobile programs presented by mobile carriers and what have 
those mobile carriers done to deal with an increasingly popular trend in mobile 
television? 
3. What do content providers plan to do with mobile television: provide the 
same programming as traditional television or completely independent mobile 
television programming? 
In terms of the three research questions, a qualitative method was applied in 
the entire study. The qualitative study focused on three aspects: content providers, 
cell phone carriers and advertisers, which enabled the researcher to acquire a 
comprehensive understanding of China’s mobile television market. Interviews 
were used to collect information on how the three stakeholders react to each other 
in this industry and what their plans would be in the near future. The narrative 
data was translated from Chinese to English and was prepared to answer the 
research questions. 
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3.2 Setting 
     A series of interviews was conducted to get a comprehensive understanding 
of China’s mobile television development. Taking geographic and time factors 
into account, interviews were conducted mainly by e-mail and chatting tools such 
as WeChat. All interviewees were working closely with mobile television in 
Beijing: two worked at a state-owned company and one worked as a media buyer 
at an advertising agency which has collaborated with large networks such as 
CCTV. Three in-depth interviews were developed in separate ways: the 
interviews’ content was included as well as data provided by interviewees. All 
three interviews offered a more direct understanding of mobile television’s current 
status in China. Data analysis was also applied to answer the research questions.  
3.3 Participants 
     A purposive sample was used by the researcher in the entire sampling 
procedure. The participant selection was nonrandom due to the specific criteria. 
Based on the research questions, participants were selected among people who 
have engaged in top media organization with accumulated experience in the media 
industry. Also, the selected participants did show their willingness to take part in 
this qualitative study. In total, there were three participants included in this study. 
One works at an influential broadcast station in Beijing, one is from a top 
advertising agency, and one is a data analyst at one of the largest mobile carriers 
in China. 
     The three interviewees worked in different industries, but shared a 
familiarity with mobile television. One media buyer took part in this qualitative 
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study. The agency he works for has a relationship with CCTV. He is responsible 
for all media buying and has a clear understanding of advertising placement and 
rates, which was thought to be helpful to this study. The interviewee representing 
a mobile carrier is a data analyst who works in the Beijing office of China Mobile 
Communication Corp, and is knowledgeable concerning all partnerships with 
other media organizations. The third interviewee is from one of the top networks 
in China, working in the post production department and accumulating solid 
practical experience. 
3.4 Measurement Instruments 
    Three in-depth interviews were designed to acquire the answers to the 
research questions. Each interviewee was asked a series of questions separately in 
terms of their working field which was related to mobile television. The response 
from interviewees was recorded by e-mail and voice clips. All three interviewees 
were informed that the information they provided would be used in this research. 
3.5 Procedure 
     In this study, qualitative methodology was used, consisting of three 
interviews. Interviewees who took part in this research were encouraged to answer 
questions designed by the author in a document or with voice clips. After 
receiving the responses from interviewees, the first step was to analyze their views, 
reacting to or collaborating with the other two stakeholders. Also, some data was 
provided during the data collection, which could be more direct and persuasive. 
Moreover, all feedback was written or spoken in Chinese and needed to be 
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translated by the researcher.  
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CHAPTER 4: RESULTS 
     In order to examine the market for Chinese mobile television, an inside 
perspective is preferable. Based on the three research questions provided in the 
study, a qualitative methodology was adopted through the entire research project, 
which was followed by three interviews. The questions discussed in each 
interview were related to the interviewee’s field of work in order to get an 
accurate response.  
     Results were presented on three aspects of mobile television: advertising, 
distribution, and content. Two interviews were completed via a combination of e-
mail and telephone, and one interview was conducted by telephone and WeChat. 
In addition, some data and reports were provided by the interviewees which 
enabled the researcher to more thoroughly examine the mobile television market. 
4.1 Advertising                                                  
     The first interview was conducted between the researcher and a media 
buyer from a top advertising agency in Beijing. This interview focused on 
information related to the comparison of purchasing options, like mobile 
television, online video, and traditional media. The analysis based on the 
interview as well as data from other sources would be discussed in this part.  
   Advertising Placement in Mobile Television 
     According to the interviewee, media buying in mobile television has 
accelerated, especially in purchasing app advertising. Also, according to the 2014 
Chinese Mobile Internet Users Entertaining Behavior Report released by China 
Internet Network Information Center, “ there were 66.11 million new users in 
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2014. Mobile video use increased from 49.3% to 56.2% in 2014” (China Internet 
Network Information Center, 2015). The interviewee said compared to online 
video, the ads placed in mobile television were 40% shorter than the ones placed 
on PCs. In fact, many advertisements were placed on video apps; when consumers 
open the app to watch video content, the advertisement appears at the beginning. 
The interviewee also pointed out that most advertising was displayed on IOS 
systems. 
                                                       
Mobile Television Viewing 
     Three charts concerning online video accessing are shown below, which 
illustrate the usage of different terminal equipment, and compare online video 
accessed via mobile phone apps and online video accessed via internet browsers.  
 
Figure 2: Utilization ratios of different terminal devices for watching online video 
 
 
 
Source: China Internet Network Information Center (2015). Statistical report on 
internet development in China. 
 
 
 
 
                                                                                                                     
                                                        
 
20 
 
Figure 3: Comparison of utilization ratios of different terminal devices for 
watching online video   
 
 
 
Source: China Internet Network Information Center (2015). Statistical report on 
internet development in China. 
 
Figure 4: Paths for watching online video using different terminal devices 
 
Source: China Internet Network Information Center (2015). Statistical report on 
internet development in China. 
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As shown on the above charts, people using mobile phones to watch online-
video grew rapidly since 2012; the number of people who accessed video through 
mobile phones was greater than desktops, tablets, televisions and others. 
Moreover, 60.7% of subscribers chose mobile phone apps to watch online video 
which represented the number 1 share (CNNIC, 2015). The interviewee also 
mentioned that people tend to watch mobile television during downtime on 
commutes. Moreover, the development of mobile television in China varied by 
city, as most first-tier cities did witness increased popularity in the application of 
mobile television.  
                           
Media Buying in Mobile Television 
      Media buying in mobile television essentially shares the same principles 
as traditional media: audience targeting and pricing. When considering whether to 
purchase an ad, media buyers first analyze the creative and media to gauge their 
appropriateness. Then, they negotiate with the media platform to establish price. 
Mobile television, as a new media platform, prices advertisements by CPM (Cost 
Per Thousand), which means the more exposure an advertisement receives, a 
higher rate will be charged by the media provider. Normally, the rate charged on 
mobile television is comparable with that of PCs. The interviewee said that 
because skipping ads is a choice when people are watching online video, 
sometimes if an advertisement gets exposed for too little time, then it will not be 
charged. Under this circumstance, media buying companies often compensate 
their clients by giving more exposure to those skipped ads.  
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4.2 Mobile Carrier 
      The views of the mobile carrier will be discussed in this section. An 
interview was conducted between the researcher and the interviewee who works 
as an analyst at the Beijing office of China Mobile. The analysis was based on 
information provided by the interviewee plus other sources recommend by the 
interviewee. 
        China Mobile released its 2014 annual report on March 19, 2015. The 
report showed that in 2014 annual operating income was 641.4 billion RMB 
(approximately $101.8 billion), a 1.8% increase over 2013. It also showed the net 
profit was 109.3 billion RMB (approximately $17.3 billion) in 2014. A critical 
role was played by the internet service, which created 153.9 billion RMB 
(approximately $24.4 billion). In addition, by the end of 2014, more than 90 
million subscribers had access to 4G (China Mobile, 2015).  
             
Collaboration between China Mobile and Content Providers 
     In 2006, China Mobile allied with Phoenix Satellite Television, one of the 
most influential media outlets in the Chinese-speaking area covering Asia Pacific, 
Europe, North America, Latin America, the Middle East and Africa with an 
audience of more than 250 million (Ifeng.com). As collaboration between China 
Mobile and content providers develops, many mobile phone carriers have begun 
to realize the importance of seeking strategic partners dedicated to content 
creation. In December 2014, China Mobile and CCTV signed a strategic 
agreement to build a 4G video communications center (CNTV, 2015). 
 Another factor that relates to the development of mobile television is 
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subscription fees. The number of available mobile television packages would 
increase (Zeng, 2007). As the interviewee reported, China Mobile did offer a 
premium package in 2012 when they only operated customized mobile television. 
In fact, after a difficult negotiation, China Mobile and Apple Inc. signed an 
agreement to promote a contract iPhone, which also means that China Mobile 
aims to collaborate with high-end partners to provide higher quality service.  
4G Technology Accelerates Integrated Media Evolution 
     Wide application of 4G technology also accelerated the use of mobile 
television. By the beginning of 2015, the total number of 4G technology users in 
China had already reached 100 million (China Mobile, 2015). This dramatic 
increase could mainly be attributed to the transformation of telecommunication 
technology and the fact the China Mobile allowed their subscribers to upgrade to 
4G while keeping their phone number and SIM card. With the new 4G technology, 
users could access higher speed internet which facilitated downloads and online 
interaction.  
 
Table 3: China Mobile 2014 Operating Data  
Source: China Mobile 2014 Operation Data, retrieved from  
http://www.chinamobileltd.com/en/ir/operation.php?section=key&year=2014 
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4G technology developed very quickly in China as shown in the figure 
above. In fact, the interviewee reported that by the beginning of 2015, there were 
100 million more users of 4G technology than there were at the end of 2013, 
because 4G technology was officially launched in mainland China in 2013 (China 
Mobile, 2015). As 4G develops, mobile video apps are also predicted to have 
rapid growth in the following years (Keyapps, 2015).  
     Finally, according to the interviewee, mobile television would be a 
prevalent trend, but popular use still depends on some factors, including 
subscription packages, the carrier, internet connections, and viewing habits.  
4.3 Content Provider 
      The analysis below is based on information acquired from the third 
interview which was conducted between the researcher and the interviewee who 
works in post-production at one of the most influential networks in China. 
Information from other source is also discussed in this part.  
     Emerging telecom technology has the traditional television industry facing 
more challenges than ever before. Taking advantage of this new technology trend 
represents a better way to develop traditional television. The interviewee 
responded that taking advantage of new technology appropriately would even 
benefit the traditional television industry.  
  New Platform 
     According to the interviewee, mobile technology gives content providers a 
new platform on which to promote their programs thus increasing viewership. For 
example, the program that the interviewee works on is a cooking show which airs 
almost every day. In addition to the routine airing on network television, some 
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special video clips are also put on their official website and on WeChat, one of the 
most popular mobile social platforms in China. The audience can access this 
cooking show through WeChat, which operates only via cell phone. The 
interviewee reported that this new platform does a good job and increases 
viewership. As a result, the application of mobile technology would not reduce 
viewership of the network television program. Instead more opportunities would 
be gained through the application of mobile technology, which was encouraged by 
the program’s production and promotion team. 
     The interviewee said that mobile television does not have a negative impact 
on traditional television programs. To the contrary, getting involved in mobile 
television increases viewership, which is positive. Nielsen Global Smartphone 
Insights also reached a similar conclusion, indicating that the impact of mobile 
video made 32% of traditional video viewing increased and 45% of traditional 
video viewing stayed same; only 23% of traditional video viewing got decreased 
by the impact of mobile video (Nielsen Mobile Insights, 2012). The interviewee 
also mentioned that emerging technology should not be seen as a threat to 
traditional television but a new chance to make more customized videos based on 
mobile television features and viewing habits.  
 
Seeking Balance between Traditional Television and Mobile Television 
     Making television programs accessible through mobile television does 
provide viewers a more direct way to access to television content. The increasing 
popularity in smart phone usage may also facilitate the development of traditional 
television. 
      When the cooking show that the interviewee works on launched mobile 
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video through WeChat, viewers could choose the specific programs they wanted 
to watch by just entering the date it originally aired. This new platform makes 
traditional television program viewing more convenient over smart phone screens. 
The best way to balance mobile television and traditional television is to take 
advantage of each other, according to the interviewee. Also, in order to develop 
mobile television and maintain traditional television simultaneously, considering 
the audience’s perspective is important. Mobile television primarily attracts young 
people who are 20 to 40 years old. Therefore, keeping this pattern in providing 
mobile video is critical for content providers. Moreover, mobile video is set in a 
social media app, which allows people to watch mobile video while using other 
social media functions. Since the program is originally known as a television 
show, keeping with traditional television is necessary. From the content creation 
side, one of the most popular genres in China recently is reality, which requires 
high quality shooting and production. Therefore, traditional production teams still 
play an important role in this industry due to its required expertise. 
 
Collaboration with Other Stakeholders 
    Watching network programming through online video websites is popular. 
Normally, online video creators assemble different video content from different 
sources, including network programming as well as original online video, to 
present to their subscribers. In recent years, these kinds of online video companies 
have begun to collaborate with private video creators, such as vlog makers, to help 
them to improve their video products. Usually, online video companies help 
original video makers in many ways, like fund-raising, content planning and 
shooting. As a result, online video production companies have gotten more 
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opportunities in the mobile television field in China.  
     Comparing traditional television production with online video production, 
traditional television excels at news and big event broadcasting, while, online 
video pays more attention to creating entertaining content. According to the 
interviewee, traditional television will not fade away within 40 to 60 years, 
because top broadcasters are on a sound financial basis with high advertising 
revenue and copyright sales.  
     The other stakeholders that have great connections with content providers 
are advertisers or advertising agencies. Although mobile television and online 
video viewing have grown since 2008, advertising rates on traditional television 
still remain high, especially for those commercial spots which air after or before 
highly rated television shows such as daily CCTV News and the annual Spring 
Festival Gala Evening. Compared with traditional advertising rates, online video 
is relatively affordable. Generally, advertising agencies organize and categorize 
the commercials first and then place them according to different brands and target 
audience.  
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CHAPTER 5: CONCLUSION         
     As an integrated media platform, mobile television is developing rapidly in 
China. In order to comprehensively analyze this new business, it is useful to 
consider it from three main aspects: content providers, mobile carriers and 
advertisers. All three stakeholders work together to form a sustainable business 
that is predicted to be promising in the near future.  
     It is interesting to note that there exists a variety of opinions on the 
development of mobile television. Insider-oriented research has been conducted 
since there is no better way to know something than from the insider’s point of 
view, since it would be more direct and persuasive. Therefore, three insider 
interviews were conducted by the researcher to examine the real environment in 
the Chinese mobile television market. The selection of interviewee was based on 
some prerequisites; all interviewees chosen were holding solid knowledge of the 
media industry and work closely with the mobile television business in China. 
Each interviewee received an array of questions which could help to build a better 
understanding of the current status in the Chinese mobile television industry. The 
interviewees also provided data that was useful to the researcher. 
5.1 Discussion  
     Advertiser 
     The first interview was about the advertising that appears on mobile or 
online video. According to the interviewee who works at a leading advertising 
agency, the advertising placement on mobile video has experienced growth in 
recent years especially through the apps on the IOS system. By December 2014, 
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the number of people watching video on mobile phones was more than the 
number of people accessing video content via PCs; the usage of mobile apps 
accounted for the most. Moreover, watching television through cell phones is a 
more natural trend compared to PCs since more people tend to watch television 
during their downtime. Also, from an advertising cost perspective, the cost of 
mobile television or online video is cheaper than traditional television, which 
provides a good option for advertisers and agencies. 
 
Mobile Carrier 
     Full collaboration between mobile carriers and other stakeholders can 
increase profit. Mobile carriers’ real business is to provide data and make people 
consume as much as possible. Therefore, in order to strengthen the partnership 
between mobile carriers and content providers, different monthly subscription 
packages are encouraged. The use of 4G has made a great contribution to the 
development of mobile television in China since people can get faster internet 
speed to upload and download. Most first-tier cities, have 4G in use. Although 4G 
technology is relatively new in China with almost two years of growth since 2013, 
it is still indicated that this technology will become popular.  
 
Content Provider 
     Making mobile television available to an existing highly-rated television 
show might be a good way for an audience to interact with the television program 
utilizing a comment and share function. However, many people still rely on 
traditional television, especially people between 40 and 60. Additionally, most 
viewers prefer to watch television during prime time every night. The best way to 
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balance mobile video and traditional television is to take the best use of each 
other’s advantage: mobile television might better carry entertaining programs due 
to viewing habits that find most viewers prefer to spend 10-30 minutes watching 
mobile video (CNNIC,2015). Traditional television still plays a major role in 
broadcasting the news and other big events. The revenue model for content 
providers is very clear especially between broadcasters and advertisers as 
advertising rates remain high in traditional television commercials.  
5.2 Limitations 
     The main limitation in this study was the choice of participants for 
interviews. Although all interviewees were chosen carefully based on 
requirements including their knowledge about this industry and their job duties, it 
would have become a more conclusive and clearer study to have more interviews 
with more company representatives from different advertising agencies, mobile 
carriers and content providers.  
5.3 Recommendations for Future Research 
      Mobile television is a technology-driven industry, which means that all 
research should be done based on the latest statistics and the views from people 
who work closely with this industry. Also, in order to achieve a better 
understanding of the mobile television market, and how to make this new business 
more sustainable, it is recommended to have more viewers as research subjects, 
which would illustrate the most desired needs from the consumer’s side.  
     Another point recommended for future research is mobile television 
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audience measurement which is becoming more and more important. Currently, 
only a few marketing or advertising agencies are providing mobile television 
ratings. In addition, keeping up with new telecom technology may lead to a better 
understanding of the developments in mobile television. Knowing the mobile 
carrier subscription package is critical too. Therefore, getting access to more 
detailed data may help the industry as well. 
      
5.4 Conclusion 
     The development of mobile television in China is in a critical phase, and its 
stakeholders are strongly encouraged to work together to make this new industry 
grow in a sustainable way. Compared to traditional television, mobile television 
shows its advantage in different aspects, including mobility, timeliness and 
content diversity.  
     An increasing number of content providers would like to create mobile 
video which might be played through an app installed in cell phones. Mobile 
video posted on this platform may allow viewers to comment and share with 
friends. A growing number of advertisers and agencies prefer to buy commercial 
time from mobile video or online based video providers, because of its high cost 
efficiency and flexibility compared with traditional television. Making mobile 
television or video widely popular can help to support more original creators, such 
as popular vlog makers and other individuals creating video products. Content 
providers are advised to make more programs that adapt to a mobile television 
environment as well as more customized programs that match viewing habits. 
     As mobile television develops rapidly in China, some suggestions might be 
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helpful. First, marketing or research agencies are encouraged to provide rating 
data on mobile television or video which may be used to create a comprehensive 
comparison between traditional television and other media platforms. Moreover, 
strengthening the collaboration between mobile carriers, content providers and 
advertisers would benefit this new business and allow it to be sustainable in the 
long term. 
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Appendix A: Interview Questions 
Ⅰ. Interview Questions for Advertiser 
 
1. What is the appropriation of advertising placement in mobile video and online 
video via PC? 
2. Since many people access mobile video through mobile apps, then is there any 
limitations on a cell phone operating system? 
3. When compared to traditional television, what is the advantage of mobile 
television? 
4. Who are the primary media partners? How well do they work in mobile 
television? 
5. What is the mobile advertising placement rate? 
6. If viewers choose “skip ad”, then how does the agency compensate? 
7. What is the revenue model? As compared to traditional television, is there any 
price advantage in it? 
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Ⅱ. Interview Questions for Mobile Carrier 
1. By the end of 2014, what was the number of total subscribers? Among all 
subscribers, how many access television or video service by cell phone? 
2. Is there any partnership between China Mobile and other content providers? 
3. Has China Mobile ever considered collaboration with top online video 
producers such as Tudou and Youku? 
4. If subscribers watch mobile video, is there a customized package? 
5. What is the status of 4G technology in China? 
6. How does the partnership between China Mobile and advertising agency? 
7. Will mobile television be popular in the near future considering its current 
situation and all related factors? 
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III. Interview Questions for Content Provider 
1. Is there any sense of threat by other emerging media platforms? Why or why 
not? 
2. Is there any attempt to put content on mobile television or video? What is the 
progress so far? 
3.  Describe the collaboration between content provider and mobile carrier? 
4. In order to attract more viewers, how should mobile television differ from 
traditional television, based on the target audience. 
5. What is the partnership pattern between mobile carriers and content creators 
recently? 
6. Mobile television has been accepted by more and more people, so, what is an 
appropriate way to balance mobile television and traditional television? 
 
 
 
